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In current cross-cultural literature the equivalence of research findings is established by meeting four 
different successive criteria (Poortinga and Van de Vijver, 1982): (1) conceptual equivalence (equal 
concept and meaning), (2) functional equivalence (equal functional meaning), (3) metric equivalence 
(equal measurement construct) and (4) scalar equivalence (equal scales). The first two equivalences refer 
to the content of a study, the last two more specifically to the measurement instrument. The procedure 
where criteria (1) to (4) are successively established is valid if an a-priori specified model is available or 
if  the  construct  studied  is  universal  in  nature  as  e.g.,  in  value  structures.  This  procedure  can  be 
considered a procedure where an internal anchor is used to establish equivalence. Equivalence in 
concept  and  functionality  can  be  assumed  present  here  and  equivalence  in  metric  and  scalar  is 
established next.  
 
In  empirical  international  research  where  no  a-priori  model  or  structure  is  known  this  successive 
procedure cannot be followed. The supposed hierarchy for obtaining equivalence has to be split into two 
supplemental issues i.e., construct and measurement equivalence. And the procedure for establishing 
equivalence has to be reversed, since construct equivalence cannot be assumed present.  
We define measurement equivalence as measuring constructs without response effects. Response effects 
are present if differences in scores are systematic across variables representing different constructs. If 
these differences are random distributed, large differences in either positive or negative direction reflect 
real cross-cultural differences in the construct. Real differences, attributable to content, are subsequently 







International marketing and international marketing research have become more important during the 
last years. The opening of a Common European market, the scale of modern mass-production and the 
saturation of international home markets have made the orientation on foreign markets a necessity. The 
complexity of international markets, the large differences between countries, and the unfamiliarity with 
these new markets lead to a higher need for international marketing research to solve strategic and 
tactical marketing problems.  
 
In some markets it is easier to compare across countries, since more or less standardized products are 
marketed (VCR-recorders, cameras and cars). Social and cultural influence is limited, although legal and 
economical influence can be present and substantial. In other markets like the food market cultural 
influence  can  be  very  large:  tradition  plays  a  major  role  in  product  usage.  Wine  is  the  traditional 
alcoholic drink in France, whereas beer has the same function in the UK (Williams, 1991). Butter is used 
for making pastry in Italy, whereas margarine is used in Greece. Large, real cross-cultural differences are 
known to exist in the food area. 
 
Generalization of measurement across countries is more straightforward if the measured object is more 
concrete. If only amounts are compared, e.g., measured in grams, they can be compared directly across 
countries.  When  more  abstract  issues  like  values  or  attitudes  are  measured,  the  outcomes  are  not 
comparable  by  definition.  Cultural  effects  on  construct  and  measurement  instrument  influence  the 
research outcomes. 
 
For example, in attitude research differences in research outcomes between countries can be due to to (1) 
real cross-cultural differences in attitude (the construct) and (2) to measurement effects (the research 
instrument) or (3) a combination of these. Cross-cultural differences due to measurement only are called 
response effects. Correcting for response effects is important since the use of various, culture affected, 
variables directly in for example international segmentation research, without making corrections for 
response effects can be problematic. Directly clustering respondents from different countries can result 
in segments that, due to response effects, represent the countries themselves. E.g., an effect in which 
people in one country agree more with all statements independent of item content, clusters these people 
with high scores together. Also respondents in a country with high standard deviation can be split to 
form two opposite clusters (Greenleaf, 1992). Therefore, a correction for response effects is necessary in 
for example international segmentation research. 
 
In this article response effects in three kinds of attitude measures: general values concerning lifestyle, 
domain specific values in the cooking domain and product attributes related to food, are compared across 
two countries and a method is proposed to separate response effects and cultural effects. The structure of 
the paper will be as follows: first attention will be paid to the view of the international environment in 
which international research is done. In the next section this view will be linked to international and 
cross-cultural research that is currently done and is extended with a part on research that is lacking in 
current literature. Following this, the research problem concerning response effects will be outlined and 
hypotheses will be formulated. The article will finalize with results and directions for further research in 






The adopted view of the international environment. 
 
A typology for characterizing international research studies is the adopted view of the environment. The 
question raised is whether the search is for universal or unique aspects or both. In this typology the 
continuum from uniqueness to universality is important. Early studies either focused on total uniqueness 
(e.g. anthropological studies) or on total universality (e.g. early marketing research studies); later studies 
pay attention to both unique and universal aspects.  
 
Depending on the adopted view of the international environment studies can be classified into different 
types (e.g., Adler, 1983). In ethnocentric studies, studies done in the home country are replicated in 
foreign countries. The main goal of ethnocentric studies is the search for similarity between countries. In 
polycentric studies, studies are performed (simultaneously) in many countries. Here the main goal is the 
search for differences, similarities are denied. Most anthropological studies are of this type, in these 
studies  only  qualitative  descriptions  of  research  findings  are  given.  The  third  type  of  international 
management studies are comparative studies, in which one tries to find similarities and differences 
between cultures. In contrast with polycentric studies, ethnocentric and comparative studies are mainly 
quantitative in character, they are done in cross-cultural psychology and in international marketing. In 
geocentric studies, culture is assumed to be homogeneous or universal (see also Levitt, 1983). The two 
extremes of the typology are polycentric studies on the one hand where universality is denied and 
geocentric studies on the other hand where universals are assumed. 
 
Marketing research studies in a cross-cultural setting are mainly restricted to ethnocentric studies (e.g., 
Schwartz and Bilsky, 1987, 1990; Kamakura and Mazzon, 1991). Comparative studies are still scarce in 
international research. The geocentric approach as in "The globalization of markets" (Levitt, 1983) is 
lacking. However, this is not surprising, most goods are not global: due to cultural influences and 
different tastes attitudes towards for example food and other consumption goods can be very different. 
For most products adaptation to the local situation is required (Usunier, 1992). 
 
Direct  comparisons  between  individuals  from  various  countries  as  for  example  in  international 
segmentation research are almost absent. Emphasis in studies in academic literature is on aggregate 
structures like values.  
 
Measurement and comparisons in international research 
 
Meaningful comparisons across borders can be obtained if the study is equivalent in construct as well as 
methodology (Douglas and Craig, 1983; Dawar and Parker, 1994). For constructs to be compared two 
levels can be determined: concrete and abstract issues (see figure 1). These constructs can be measured 
using exact measurement instruments or instruments that assess the entity, like ratings or rankings. 
 
Demographic  variables  like  age  and  gender,  if  considered  at  an  aggregate  level,  can  be  compared 
directly across borders (cell A). Direct measurement is non existing in situation where abstract issues 
like values or attitudes are research topics (cell B). If the role or the function of gender or concrete 
objects such as consumer products are considered, indirect measurement is used. Indirect measurement 
can be distorted by cultural effects, which are stronger if the variables being measured are more abstract 
or 'soft' (Parmeswaran and Yaprak, 1987). Most current research is focused on universal concepts (cell 
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Concrete  A.  Universal concepts: 
lation numbers 
C.  Culturally bound 
Abstract   
 
B.  Non existing  D.  Assumed global or 
 
 
The issues chosen and the adopted view of the international environment explain the approach in current 
international  research.  For  example,  in  cross-cultural  psychological  research,  equivalence  of  data  is 
defined at four different levels varying in strength (Poortinga and Van de Vijver, 1982): conceptual 
equivalence, functional equivalence, metric equivalence and scalar equivalence. These four levels form a 
hierarchy, where a level has to be established before the next level can be reached.  
 
Intelligence,  a  topic  extensively  studied  in  cross  cultural  psychology,  is  assumed  universal  and  no 
explicit  attention  is  given  to  conceptual  and  functional  equivalence.  The  emphasis  in  cross-cultural 
psychological research has been on metric equivalence (Poortinga, 1989), although the number of metric 
equivalence oriented articles have even diminished in the last years. Research is focused on tests for 
measuring constructs e.g., mathematical or verbal intelligence, with an a-priori known (usually one-
dimensional) structure.  
 
In the same line of reasoning abstract variables, with a known structure in the country where the theory 
was based, like Rokeach values, are used for making comparisons in other fields of research like social 
psychology and international marketing. An example is the structure underlying Rokeach values across 
cultures  by  Schwartz  and  Bilsky  (1987;  1990).  The  value  structures  were  analyzed  separately  per 
country and compared afterwards. Another recent approach in international research, in line with the 
above theory, is the establishing of the validity of US-based consumer research models in other countries 
(Netemeyer et al., 1991; Durvasula et al., 1993). The approach followed is the establishing of equival-
ence by testing metric equivalence of (low dimensional) data structures found in different countries 
using structural modelling techniques. The main goal of these studies is the establishing of equivalent 
structures across countries. This procedure can be applied if and only if the data (are expected to) fit an 
a-priori specified model, which is validated in other cultures. Current international research is mainly 
devoted to issues that can be assumed universal in character and are expected to fit an a-priori specified 
model (cell D). These models have in common that one or few constructs are measured at one time. A 
consequence of is that, due to the one dimensional structure of the construct, cross-cultural effects due to 
measurement and construct cannot be separated. The difference can be equally attributed to a real cross-
cultural difference in model perception or a difference in intelligence between groups. 
 
When  empirical  consumer  data,  without  an  a-priori  specified  model  (cell  C),  are  collected,  the 
previously outlined procedure for establishing equivalence cannot be followed. Conceptual equivalence 
and functional equivalence of the research issue have to be established. Context and history are different 
in many situations, e.g., cultural influence is substantial in the food area and equivalence cannot be 
assumed  present  across  countries  from  the  beginning.  Equivalence  has  to  be  established  here  by 




chosen by anthropologists on the one hand and by establishing general measurment equivalence on the 
other hand. In this article attention will be foicused o establishing of measurement equivalence. 
 
 
Alternative procedure for establishing equivalence. 
 
The starting-point of this study lies equivalence in domain and equivalence in translation of variables. 
Metric equivalence, reflected in absence of response effects, is investigated next. The focus in this study 
is on response effects across various types of variables in two countries.  
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  Measurement Effect  No Measurement Effect 
Construct effect    I    II 
No Construct effect    III    IV 
 
 
I.   MTMM procedure 
II.  Real cross-cultural effects 
III. Systematic measurement effect across more constructs and more measurement methods  
IV.  Data can be used directly in comparison 
 
To determine the validity of the existence of real cross-cultural effects when (Likert-scales) are used to 
measure a construct a procedure is to correlate the scale with a behavioral scale that measured the same 
construct. E.g. a statement like 'I eat a lot of fat' has to correlate with the amount of fat eaten measured in 
grams. 







In international research differences in scores between countries can be due to either response effects or 
real cross-cultural effects. Response effects typically exist when respondents give answers on rating 
scales. Response effects can exist in two forms, yeasaying effects and standard deviation effects. 
Yeasaying effects have an effect on the mean scores of variables. It refers to the tendency to agree or 
disagree with statements no matter the item content. Standard deviation effects refer to the tendency to 
use a narrow range of response categories only and reflect either a nuanced opinion or a tendency to 
express themselves in extreme terms. 
 
An important question neglected in research on response effects is whether the effect of yeasaying and 
standard deviation on people's responses to attitude ratings convey information on their attitudes or is an 
artifact of the measurement instrument used (Greenleaf, 1992). Thus adding predictable and systematic 
bias to rating scale scores, that can be corrected for. Research on response effects in an international 
context is missing. In a national context most research on response effects is still focused on one-
dimensional structues (Millsap and Everson, 1993).  
 
If  response  effects  can  be  determined  and  removed  real  cross-cultural  differences  and  similarities 
remain. A general response effect is present if the differences in mean scores are normally distributed 
across all variables and are equally present in different kinds of variables. The last addition about various 
different variables is essential: existence of response effects can only be established if the alternative 
explanation that people really are more positive about a single construct is ruled out. 
 
Differences remaining after correction for the response effects, can then be attributed to real cross-
cultural differences. Mean scores either smaller or larger than two times the standard deviation of the 





(1)  a general response effect can be detected only by using various different kinds of variables, with 
a low inter-item correlation, that are equivalent in translation across countries. 
 
(2)  differences either smaller or larger than two times the standard deviation of conceptual and 






An international study on cooking behavior was carried out in the period 1988 through 1990 in two 
European countries, Greece and Italy by order of Unilever Research in the Netherlands. In the study a 
representative sample of about 600 families in each country took part. Respondents in both countries 
were women. The samples were representative with respect to family type, region and age. Information 
was  gathered  on  psycho-graphics,  cooking  behavior,  food  buying  behavior,  product  usage,  general 
attitudes towards cooking and demographics.  
 
Questionnaires were translated from English into Greek and Italian by bilinguals. As second step a 





The data used in this article are the data on general personal values concerning food, domain specific 
values in the kitchen domain and attributes concerning image and characteristics of products used in 
spreading on bread. The values were measured on a 5-point rating scale, the attributes on a 9-point rating 
scale. The statements used had symmetric response intervals ranging from 'strongly disagree' (=1) to 
'strongly agree (=5) for the psychographics and from 'totally disagree' (=1) to 'totally agree' (=9) for the 
product attributes.  
 
Product attributes in this study are related to a-priori specified applications in the kitchen domain such as 
'spreading  on  bread'  and  'salad  dressing'.  The  assessments  of  product  attributes  relate  to  product  / 
application  combinations  that  must  be  equal  across  countries,  for  example  olive  oil  used  for  salad 
dressing. Functional equivalence of applications was established in the study by a qualitative study using 
video cameras for observing behavior. Basic assumptions concerning equivalence of applications are 
reproduced in figure 2. An application is considered equivalent if behavior concerning the application as 
well as the product used are equivalent across countries. Thus, margarine used for spreading is never 
compared directly with butter used for spreading.  
￿
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Applications  Equivalent 
Spreading on bread  Yes 
Topping  Yes 
Salads  Yes 
Frying  No 
Browning  No 
Pastry  Yes 
 
Three types of attitude variables, representing a range in content, are used in this study. These variables 
are (1) general psychographics on lifestyle, (2) domain-specific psychographics concerning cooking 
behavior and (3) product attributes related to equivalent application/product combinations. All variables 
to be assessed were formulated in the same positive direction. The variables were tested to be equivalent 
in meaning at the start of the project. Variables where translation was considered dubious were removed 
from the data. This was to assure that observed differences in scale usage can not be attributed to 
different underlying questions. Variables used in analyses were 9 general values, 19 domain specific 
values and 30 product attributes.  
 
The  28  psychographics  together  resulted  in  an  8-factor  factor  analysis  solution  (eigenvalues  >  1) 









Response  effects  related  to  yeasaying  are  directly  related  to  differences  in  mean  scores  over  all 
individual variables. This overall difference in mean scores when calculated over variables equivalent in 
translation gives a clear view of existing yeasaying effects in research across Italy and Greece.  
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The scales are all standardized, to a range from 1 to 5, to make them comparable across all attitude 
measures. From table 1 can be inferred that differences in mean scores are systematic across all three 
kinds of variables in the two countries. 
  
A general response effect reflected in the mean difference score is found of about 0.31, when 5-point 
scales are used. The distribution of the difference scores was normal across all variables simultaneously 
(Kolmogorov-Smirnov, p=0.33) and across psychographics (p=0.77) and all product attributes (p=0.39). 
This indicates that the yeasaying effect is present and random distributed across variables. 
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on all variables (table 2). There is no evidence of different reactions to specific kinds of variables: the 
variables related to psychographics are equally affected by the response effect as compared to the more 
specific product characteristics.  
 
In three different attitude measures a yeasaying effect is present in the Greek sample as compared to the 
Italian sample. There is a systematic tendency in the Greek sample to give more positive answers. This 
result cannot be related directly to results found in literature on the different level of abstraction of the 
three measures.  
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Response  effects  related  to  standard  deviation  are  present  in  psychographics  as  well  as  in  product 
attributes. Contradictory to the yeasaying effect, the standard deviation is higher in the Italian sample. 
This can be explained by a ceiling effect with the Greek respondents who use the highest answers on the 
rating scales very often. 
 
An effect of type of variable can be detected in standard deviations. Standard deviation effects are less 
frequent in variables related to product attributes. The effect can only be attributed to the content of the 
variables, since the same rating scale was used for these variables.  
  
 
Validating cultural effects using an external anchor. 
 
*** Beschrijven van de externe ankers: 'like cooking' etc. *********** 
 
 
Summary and discussion 
 
Response effects have been found for general personal values, domain specific values and product 
attributes  equally.  Literature  suggests  less  differences  when  more  specific  variables  are  used.  Our 
findings suggest that functional differences may equally be found at the general and the specific level. 
And a general response effect can therefore be assumed present. 
 
Differences in attitude can be due to cultural differences in context, which also emerge when exactly the 




between Italian and Greek housewives, both the type of usage and the usage situation may be different. 
Although scalar and metric equivalence can be established the different usage functions may affect the 
evaluation in terms of domain specific values and product attributes equally. Butter used for spreading 
cannot  be  compared  with  butter  used  for  browning.  Thorough  knowledge  of  the  international 
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Variable  N (Greece)  Mean (G)  Std. (G)  N(Italy)  Mean (I)  Std. (I)  Difference 
G1 fit/exer  581  4.436  0.886  598  3.266  1.421  1.170 
G2 balanced nutrition  581  4.234  1.015  598  4.156  0.966  0.078 
G3 weeno  581  4.402  1.094  598  2.776  1.465  1.626 
G4 traditional  581  4.207  1.026  598  3.746  1.197  0.461 
G5 lotdo  581  3.150  1.453  598  3.587  1.204  -0.437 
G6 natli  581  3.329  1.427  598  3.605  1.085  -0.276 
G7 dinprop  581  4.821  0.515  598  4.512  0.780  0.309 
G8 city  581  3.621  1.334  598  2.788  1.479  0.833 
G9 chemic  581  1.997  1.251  598  2.671  1.578  -0.674 
DS1 eatout  581  3.040  1.626  598  2.139  1.351  0.901 
DS2 compliment  581  4.141  1.087  598  3.952  1.087  0.189 
DS3 soon better  581  4.290  1.110  598  3.316  1.327  0.974 
DS4 interested  581  3.828  1.253  598  3.706  1.267  0.122 
DS5 afraid chemical  581  4.602  0.809  598  4.226  1.069  0.376 
DS6 not like cook self only  581  4.428  1.181  598  4.018  1.339  0.410 
DS7 recipes magazines  581  2.833  1.518  598  3.375  1.371  -0.542 
DS8 often eat same  581  2.645  1.309  598  3.065  1.272  -0.420 
DS9 think health  581  4.720  0.672  598  4.416  0.877  0.304 
DS10 calories  581  3.629  1.380  598  3.269  1.369  0.360 
DS11 fat  581  2.744  1.395  598  2.554  1.341  0.190 
DS12 prefer cook without help  581  4.462  1.006  598  3.946  1.314  0.516 
DS13 offer cook accept  581  3.574  1.486  598  3.227  1.467  0.347 
DS14 like preparing unusual  581  4.084  1.183  598  4.192  1.005  -0.108 
DS15 no variety pre-cooked  581  3.443  1.323  598  3.152  1.322  0.291 
DS16 ingredients that save time  581  2.755  1.509  598  2.958  1.229  -0.203 
DS17 cook self no ready made  581  4.726  0.712  598  4.572  0.880  0.154 
DS18 fresh products  581  4.845  0.485  598  4.766  0.606  0.079 






  N (Greece)  Mean (G)  Std. (G)  N(Italy)  Mean (I)  Std. (I)  Difference 
SALO1 suitable family  539  8.701  0.770  515  8.420  1.106    .281 
SALO2 suitable dieting  539  6.130  2.628  515  6.637  2.407   -.507 
SALO3 value for money  539  8.495  1.041  515  7.295  1.693   1.200 
SALO4 inexpensive  539  7.403  2.275  515  5.664  2.343   1.739 
SALO5 healthy  539  8.562  0.974  515  8.107  1.188    .455 
SALO6 light  539  8.391  1.079  515  7.777  1.429    .614 
SALO7 nice taste  539  8.722  0.674  515  8.332  0.961    .390 
SALO8 right fluidity  539  8.482  0.955  515  8.159  1.072    .323 
TOP1 suitable family  111  8.811  0.458  336  8.402  0.912    .409 
TOP2 suitable dieting  111  5.505  2.544  336  6.717  2.394   -1.21 
TOP3 value for money  111  8.640  0.942  336  7.110  1.788   1.530 
TOP4 inexpensive  111  7.351  2.396  336  6.063  2.246   1.288 
TOP5 healthy  111  8.505  1.119  336  8.101  1.190    .404 
TOP6 light  111  8.369  1.175  336  8.119  1.233   .250 
SPREB1 suitable family  58  7.948  2.004  251  7.757  1.666   .191 
SPREB2 suitable dieting  58  3.069  2.383  251  3.159  2.415   -.090 
SPREB3 value for money  58  8.328  1.444  251  7.283  1.482   1.045 
SPREB4 inexpensive  58  5.483  2.563  251  6.347  1.919   -.864 
SPREB5 healthy  58  7.828  1.884  251  6.908  1.866    .920 
SPREB6 nice taste  58  8.655  1.163  251  8.096  1.095    .559 
SPREB7 easy spread  58  5.759  2.880  251  7.323  1.714   -1.56 
SPREB8 light  58  7.914  1.559  251  6.614  2.023  1.300 
SPREM1 suitable family  398  8.523  0.988  22  7.364  1.733   1.159 
SPREM2 suitable dieting  398  4.844  2.698  22  6.545  2.632   -1.70 
SPREM3 value for money  398  8.234  1.204  22  7.182  1.006   1.052 
SPREM4 inexpensive  398  7.849  1.515  22  6.545  1.993   1.304 
SPREM5 healthy  398  7.450  1.963  22  6.545  1.438    .905 
SPREM6 nice taste   398  8.487  1.066  22  7.182  1.593   1.305 
SPREM7 easy spread  398  8.724  0.702  22  8.545  0.596    .179 
SPREM8 light   398  8.191  1.200  22  7.500  1.545    .691 
PASTB1 suitable family  31  8.581  1.177  317  7.410  1.811  1.171 
PASTB2 suitable dieting  31  3.613  2.76  317  3.647  2.497   -.034 
PASTB3 value for money  31  8.419  1.177  317  7.268  1.256  1.151 
PASTB4 inexpensive  31  6.839  2.544  317  6.659  1.596   .180 
PASTB5 healthy  31  8.161  1.369  317  6.864  1.838  1.297 
PASTB6 light  31  7.968  1.197  317  6.804  1.804  1.164 
PASTB7 smells nice  31  8.871  0.428  317  8.091  1.047    .780 
PASTB8  nice taste  31  8.903  0.301  317  8.278  0.845    .625 
PASTM1 suitable family  273  8.487  0.989  48  7.542  1.254    .945 
PASTM2 suitable dieting  273  5.381  2.702  48  5.688  2.707  -.307 
PASTM3 value for money  273  8.469  1.029  48  7.646  1.139  .823 
PASTM4 inexpensive  273  8.139  1.208  48  7.646  1.194   .493 
PASTM5 healthy  273  7.835  1.736  48  6.333  1.906   1.502 
PASTM6 light  273  8.253  1.254  48  7.625  1.265    .628 
PASTM7 smells nice  273  8.711  0.607  48  7.146  1.774  1.565 
PASTM8 tastes nice  273  8.798  0.500  48  7.708  1.148   1.090 
 